LITERATURE REVIEW

The Extended Self
The extended self concept was first painted when James et al. (James, W . et al, 1890: 291-292) claimed that a human being is not only body and mind, but is a sum of everything surrounding him: his home, his clothing, his family, his workplace as well as his friends or social status. Later Russel Belk (1988: 167) , in his first research, states that our possessions contribute to reflecting our identity: "knowingly or unknowingly, intentionally or unintentionally, we regard our possessions as part of ourselves."
Belk's (1988) "Extended Self and Possessions" has solidified and accelerated the consumer's interest in certain objects, and in how consumption and acquisition help define people's sentiment as to who they are. By bringing together many parts of literature, he supports the thesis that consumers use key goods to expand and build their identity, strengthening their sense of self. The vast majority of the extended self categories include our body, the internal process, the ideas, the experiences, the persons, the places and the things that one feels attached to.
Although the concept of self can include almost everything we ever wanted to have and live through, a systematic list would include six components: our bodies, our values and character, our success and competence, our social roles, our traits, and finally, our possessions. All the components listed above are basic elements that help build the self, but their composition varies from one to another. We can think of the components of the self as the ingredients that are part of a unique recipe in which consumers mix these elements in different proportions to have their own recipe for themselves. Thus, for some consumers, values will not be at the center of their own, but personal success and achievement; for others maybe, neither their body nor their success, but the values they guide are an important component in itself.
The possessions that we have become closer to our self due to specific reasons. For example, objects that are purchased of our own volition are closer to ourselves and are of greater importance to us than other possessions, this is due to the investments we made in that product: money, energy, feelings. For example, a camera does not become "my camera" before buying it, before learning how it works, not before capturing with it moments that are representative of us. Sartre (1943: 56) suggests that there are three primary ways through which we learn to look at our objects as parts of ourselves. The first way, in which we acquire or control an object for personal use. For example, only by learning the use of a first bike, manipulating a new computer system or driving a first car, these objects really become parts of the self.
The second way, in which you can easily assimilate an object by creating it. Whether the created object is a material one or a thought, its creator retains a fingerprint of the integral form of the identity of the product, because it is he who brought it to life, and this makes it part of himself.
The third way, where objects become part of ourselves by learning about them. If the known object is a person, a place or a thing, there is a desire to possess that object for the moment. Only when the object is known and there is a compatibility between your self and that passionate object and it is loaded with emotion, it becomes more than a simple object.
If possessions are seen as part of the self, it would mean that an unintentional loss of possessions should be seen as a loss or diminution of self. Goffman (1961:101) provides an in-depth review of deliberate evidence such as selfdiminution in institutions such as mental hospitals, elderly homes, prisons, concentration camps, military camps, or boarding schools. One of the first steps in receiving new members in these institutions is to systematically deprive them of all personal belongings, including clothes, money and even names. All of these things are made especially for building a new standardized identity. Another example where non-voluntary loss of possessions can diminish the self is when possessions are lost accidentally or stolen.
Exploratory Research of the Extended Self
We have found that certain objects accelerate the consumer's interest in his current consumption, because the consumption and possession help define people in regards to what they are or who they are.
Research problem: The products or brands that are associated by possession to the extended self, are not known.
The purpose of this research is to identify product and brand associations (both self-directed as well as others) that consumers incorporate into their own. We want to identify these products and brands through a comparative analysis. This analysis was done between people who have worked in the last 6 months and those who have not worked in the past 6 months, both female and male, from the perspective of the extended self explained by the possession of products, with the emphasis on the brands used today, respectively ideal ones.
RESEARCH OBJECTIVES
Taking into account the aspects listed above, we have proposed the following:
O1: Identifying product and brand associations for the expanded self, according to the scale of Sivadas and Machleit. In line with the assertions in this scale, we have proposed the following secondary objectives:
O1.1: Identifying products and brands that help build the identity towards which the consumer tends.
O1.2:
Identifying products and brands that help the consumer to bring the real self closer to the ideal one.
O1.3:
Identifying products and brands that are part of the consumer's ideal self.
O1.4:
Identifying products and brands that are part of the consumer's real self.
O1.5: Identifying products and brands that are embedded in the consumer's broader self.
O1.6: Identifying products and brands that help consumers reach the identity they want.
O2: Identifying products whose choice corresponds to the self, respectively the extended self.
O3: Identifying the brands whose choice corresponds corresponds to the self, respectively the extended self.
O4: Identifying current brands and ideals for each product category. The method used in this exploratory study is the survey with the questionnaire as a tool. It is structured into two sections. The first section is composed of six statements, represented by the scale created by Sivadas and Machleit (1994) , which measures what are the objects that are embodied in the expanded self of each person. These are predefined statements that have a free space that respondents have to fill out (both for products and brands). The second section of the questionaire is using an interval scale that aims to identify products and brands that are self-orientated as well as products and brands oriented towards others.
The survey was split in two stages:
(a) Product Generation -At this stage, we selected 20 people in each category to be interviewed (5 female workers, 5 unemployed females, 5 male workers and 5 unemployed males) about 5 products they own and have used in the last week. These will be added to section b.
(b) The main survey -Selected subjects were investigated at this stage. They were contacted by e-mail, and were invited to participate in the second part of the research (the first being the one in which we collected socio-demographic information through a selection questionnaires). At this stage we met people who were to be questioned.
Following the first step, we collected the products the respondents claimed to possess and used in the last week. Only products that have a frequency of occurrence of at least 2 times were selected: Phone, Laptop, Perfume, Cigarettes, Toothpaste, Skin Foundation, Lipstick, Car, Rimel, Deodorant, Phone Headsets, Face Cream, Laundry Detergent, Water, Shower Gel, Bread, Trouser, Shampoo, Body Oil.
The Sample: The sample consists of 146 students from the Faculty of Economics and Business Administration, "Alexandru Ioan Cuza" University, Iasi. The persons to be interviewed are enrolled in the third year of study. We chose as a sampling technique, a non-probabilistic technique, namely quota sampling. To select the people to be interviewed from each specialization, we built a selection questionnaire, which was distributed to the Facebook groups of each specialization. This questionnaire was applied for 10 days to allow all people in our target to complete. Through the structure of the questionnaire we aimed at identifying both female and male, who have / haven't had a job in the last 6 months and are enrolled in the third year at the Faculty of Economics and Business Administration.
RESEARCH RESULTS
As Aaker (1996: 15) said, consumption is really a "vehicle of selfexpression". Each consumer tries to create his or hers own identity through the products they buy and use, this gives them a coherent sense of self, and helps them to define themselfs. According to the goals that we have originally proposed, following the data processing and analysis we have reached the following results:
O1.1: Among the responses received from females we can see a dominance of beauty products, clothing, accessories, which symbolizes particular attention to this female side that every woman tries to cherish, a female side trying to be accounted for by all the clothing and care products listed in the table below. We can also see that products with a high incidence rate for females, both those who have had a job and those who have not had a job in the past 6 months are: perfume, laptop, phone.
Among men, the products with the highest frequency of occurrence are: the phone, the perfume, the sneakers. We have noticed that two of these products, as We have seen above, were also listed by the female gender as well, proving to be essential in building the identity of the target group of research.
O1.2:
Among the responses received by the respondents are several categories (cosmetics, body care products, electronic devices, clothing and accessories). The most commonly mentioned product of the female side, considered to be the product that helps reduce the gap between the real and the ideal self, is the skin foundation. Products such as: phone, mascara, hair dye, lipstick, face cream and makeup, are the ones to help the feminine real self get closer to the feminine ideal self.
The presence of cosmetic products in such responses may be due to the construction of the feminine self. A construction that, unlike that of the male counterpart, (according to the results in the table below) as a component of the self, it is oriented towards the body image. The most commonly mentioned men's products are laptop, telephone, cigarettes. These may also be correlated with the desire to achieve and fulfill of the masculine side, although we also have products that refer to body image as a component of the self (tie, shoe cream, jacket), moreover, this image formed in the mind of the consumer, that a neatly dressed person is directly equal to the image of a person who is accomplished and successful is one that tries to narrow the gap between what you are at a time and what you might be.
O1.3:
Among responses received from respondents, we can see that the most common product listed as part of the ideal identity of the consumer, both for female and male (with and without work in the last 6 months) is: phone. This product is one of the possessions that each of us uses and I frequently hold it upon us, because we keep it around us all the time, we can confirm (based on the results above) that it has become an extension of our self , a part of our identity.
O1.4:
The most common products listed by women as part of the real self were: the phone, the perfume, the headphones and the sunglasses, these are the products that are part of the real self of most of the people questioned. Products such as: shirt, swimsuit, jacket, purse, shoes were mentioned at a lower frequency. Even if they were mentioned only once, this does not mean that they are not part of the consumer's real self, but there are simply different segments of consumers with different products incorporated in themselves. Unlike females, males have a more secluded category of products that have a higher frequency and are incorporated into their real self, these are: phone, car, shirt, perfume, wallet. O1.5: Among the responses received from the respondents, we noticed that the products that were listed by the respondents as part of their self are: the phone, with a number of 21 mentions made by women, both with and without place for work. And male people mentioned this product 20 times. Another product that is part of the expanded self of male consumer is: the car, with 19 appearances made by men.
O1.6: Following the responses received, both women and men mentioned the car as an important product in achieving the identity they want, having the greatest number of appearances. Cigarettes and the phone were the following 2 products that they listed as important to them and for their coveted identity.
O2: Analyzing the female respondents who had a job in the last 6 months and women who did not have a job in the last 6 months, making a comparison, we noticed that when it comes to choosing products that are integrated into the self, respectively in the extended self, is slightly different from one product category to another. We have seen that the choice of care and beauty products is more selforiented than others, as opposed to electronic devices, cars, and clothing that are other-oriented.
Chart 1. Extended self explained by possesions (Unemployed women during the past 6 months)
We can say that the products that are used for the advantages they have (face cream, deodorant, toothpaste, etc.) are more common with self-orientation than those we purchase for their symbolic value (machine, clock , lipstick). We can see these in the charts 1 and 2.
Chart 2. Extended self explained by possesions (Employed women during the past 6 months)
Analyzing the male respondents who have had a job in the last 6 months and those who have not had one in the last 6 months, we have been able to notice the clear difference between them in their product orientation. We can see this in the charts 3 and 4, below: People who have not worked for the past 6 months have said that they are more involved than others in choosing the products they own and use. Instead, people who have had a job in the last 6 months have argued that in the decision making process of buying and using the products, the opinion of others is held in high regard.
Chart 4. Extended self explained by possesions (Employed men during the past 6 months)
We also noticed that in both categories of people (with a job in the last 6 months and without a job in the last 6 months) there were products that were on the border between self-oriented and oriented towards others. The products most commonly found to be at the border of self-oriented are body care products, cleaning products and food, and the products on the border of the tendency to be oriented towards others, were clothing products, cars and electronic devices.
O3: Through this goal, we have come up with the intention to find out how much female consumers/ male consumers have contributed to the choice of the brand they are currently using for the product categories offered, and to what extent the people around them have contributed . We can see this in the graphs below:
Graph no 1. The extent to which others were involved in choosing the brand used for both women (left) and men (right)
O4:
In order to analyze and centralize the results, we grouped all product categories into four broad categories, namely: beauty products and personal care (skin, mascara, lipstick, perfume, deodorant, face cream, shower gel, shampoo, toothpaste and body oil), electronic accessories (telephone, telephone headphones, laptop), clothing (trousers) and others (cigarette and car, detergent, water, bread). We can see that from each category mentioned above there are brands with which the consumer has a stronger relationship, these are:
-beauty and personal care products, the brands that earned the highest score are Sephora, Mac, Dove and Wash & Go. -electronic accessories, the brands that have earned the highest score are:
Apple, Samsung and Huawei. -clothing products, brands with the highest score are Zara and H&M.
CONCLUSIONS
As a result of this research, we have noticed the products that consumers viewed as part of themselves. We have obtained a range of different products from one person to another, and in this way we have observed how different people are in building their own self, according to the products they have listed in the spaces they were supposed to complete. Both female and male consumers have mentioned in a high frequency that their mobile phone is a part of their self, which is essential for the identity of each person. Of great importance were also the clothing articles, which of course are used by respondents not only for their own attribution but have been used as a means to make their own identity, to value what they are or what they try to become. There were also people who did not complete the statement that directly referred to the product and the brand that they consider part of their identity, this is due to the self-construction.
Choosing and using products allows consumers to define, maintain and improve both their own and social image, thus we saw that some products, such as personal care products (soap, toothpaste, shampoo, detergent) are products that women and men choose with a strong self-orientation. There have been products and brands where the identity of the respondents was clearly noticeable in their choice, such as clothing, car and electronic devices.
In the process of identifying the brands they are currently using, and the brands they aspire to, we have noticed that they have a strong relationship with some of the brands they are consumming in the moment of the research. We have concluded that most people have proved to be happy and fulfilled with the brands they are currently using, answering that the brands they are consuming now are their ideal brands, and if it were to be able to change it in the future with one another, would keep the one used at the moment.
